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Negative factors of beliefs
toward advertising on
Facebook and their effect
on attitudes
Abstract
Previous research has studied the effects of materialism, value corruption and falsity,
which were identified by Pollay and Mittal (1993) as negatively impacting the beliefs
about advertising. Few, if any, assessed negative beliefs about Facebook advertising.
This paper assesses such beliefs and how these beliefs influence attitudes toward advertising on Facebook. To meet the objectives of the study, 269 undergraduate students
completed the questionnaire. Regression analysis was used to examine a relationship
between the beliefs about Facebook advertising and attitudes. In line with hypotheses
developed for this study, results showed that respondents of this study view Facebook
advertising as promoting materialism, corrupting society’s values and misleading and
thus negatively impacting their attitudes toward Facebook advertising. This paper concludes with the discussion of results and offers the limitation of the study. The study
also provides directions for future research.

Keywords

advertising, Facebook, beliefs, materialism, value
corruption

JEL Classification

M37

© Hilda Bongazana Dondolo, 2017

INTRODUCTION
Hilda Bongazana Dondolo, Tshwane
University of Technology, South
Africa.

This is an Open Access article,
distributed under the terms of the
Creative Commons Attribution-NonCommercial 4.0 International license,
which permits re-use, distribution,
and reproduction, provided the
materials aren’t used for commercial
purposes and the original work is
properly cited.

404

Advertising is described as paid-for messages channelled through various
media outlets and these messages are used to modify consumer perceptions (Belch & Belch, 2004). The general aim of advertising is to persuade
people to buy products and services (Obermiller & Spangenberg, 1998).
However, there are concerns that advertising might negatively influence
an individual’s belief system (Bauer & Greyser, 1968). One way to address
and perhaps reduce concerns about advertising is to properly select the
most appropriate media vehicle to carry the advertising messages.
An increasingly popular media used by advertisers is Facebook. With 1.71
billion monthly users (Zephoria, 2016), Facebook is not only a social networking medium, but also is a pervasive and powerful medium that advertisers use to reach billions of users. In the US alone, it is estimated that
Facebook advertising revenues grew by $22.37 billion by the end of 2016
(eMarketer, 2016). Developing countries like South Africa, with at least
14 million active users (WorldWideWorx, 2017), are also contributing to
Facebook global ad revenues (AFKInsider, 2016).
Despite the significant growth prospect Facebook is offering in South
Africa, research to date has not fully explored users’ beliefs with special reference to negative beliefs about Facebook advertising. Therefore,
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the purpose of this paper is to assess negative beliefs and how these beliefs are linked to attitudes towards advertising on Facebook. The negative beliefs were chosen, because such beliefs are known to immensely affect consumers’ advertising attitudes (Buijzen & Valkenburg, 2003) and purchase intentions
(Yang, 2004).

1. BELIEFS ABOUT
ADVERTISING

From previous studies, negative beliefs related to
advertising range from perceptions of advertising as breeding vulgarity, fostering envy, greed,
Beliefs refer to “specific statements describing the conformity, anxieties, competitiveness and creattributes or consequences of objects” (Wang & ation of dissatisfaction (Pollay, 1986; Ciochetto,
Sun, 2010, p. 334). Opinions, judgements and val- 2011). Other authors (Galbraith, 1975; Ciochetto,
ues that individuals hold about objects all repre- 2011) maintain that advertising is self-serving
sent beliefs (Boekaerts, 2002). Thus, beliefs entail making people buy products they cannot afford
information a person has about other people or just to show off; promoting products that are
bad for the society; raising the prices of products
objects (Andrews, 1989).
without adding value; promoting harmful beOne of the phenomena known to influence an in- havior; and depicting too much sex (Pollay, 1986;
dividual’s belief system is advertising. Converging Ciochetto, 2011).
evidence suggests that consumers generally possess beliefs about advertising. To fully under- Based on the foregoing arguments, Pollay (1986)
stand beliefs about advertising in general, two vehemently concluded that advertising is “actmodels are examined – the Bauer and Greyser ing only for its own ends” (p. 25), proposing that
(1968) and the Pollay and Mittal (1993) models. advertising’s style of persuasion is inherently irFundamentally, both models deal with beliefs rational, seeking acceptance through identificaabout advertising differing to a certain extent in tion, association or images. It is such a negative
their categorization of these beliefs. For instance, view about advertising which shaped Pollay and
Bauer and Greyser (1968) categorized beliefs into Mittal’s (1993) concluding remarks that advertiseconomic and social levels. Economic dimension ing is one of the sinful forces of modern society
focuses on economic benefits of advertising (e.g., and promotes cultural sins by fostering materiadvertising is essential, advertising helps raise alism, corrupting values and promoting falsity.
the living standards advertising results in better Drawing from the Pollay and Mittal (1993) modproducts for the public and advertising results in el of beliefs and attitudes toward advertising and
lower prices). The social dimension of the belief building from other significant literature on bemodel focuses on how advertising promotes ma- liefs and attitudes toward advertising in general or
terialism and value corruption. The Pollay and in a particular medium, this paper seeks to examMittal (1993) model categorizes consumers’ be- ine factors considered to negatively influence beliefs about advertising into personal uses and so- liefs and attitudes towards Facebook advertising.
cietal effects. The personal use category consists
of factors like product information, social role
and image and hedonic/pleasure. The societal ef- 2. FACTORS PERTAINING
fects category consists of factors like value corTO NEGATIVE BELIEFS
ruption, falsity/no sense, good for the economy
ABOUT ADVERTISING
and materialism. Based on the foregoing discussions, it can be concluded that both models
view societal factors as eliciting negative evalu- 2.1. Materialism
ations about advertising, leading to an observation that, globally, advertising is seen as a typi- Advertising is blamed for exacerbating many ills
cal phenomenon that may induce negative beliefs and encouraging people to buy things they do not
that may have an influence on society (Buijzen & need (Coulter, Zaltman, & Coulter, 2001) while
Valkenburg, 2003).
promoting unhealthy destructive values like mate-

405

Problems and Perspectives in Management, Volume 15, Issue 2, 2017

rialism (Wang & Sun, 2010). Richins and Dawson
(1992) define materialism as “set of centrally held
beliefs about the importance of possessions in one’s
life” (p. 308). As far as Lasch (1978) is concerned,
advertising influences people to find the meaning of life in products by propagating an idea that
possessions are more important than one’s wellbeing (Pollay, 1986; Wulfemeyer & Mueller, 1992).
Based on the foregoing discussion, Chia (2010) advances the notion that advertising may be a source
of support for materialistic values and may even
persuade people that material possessions are life
goals. Previous research found a relationship between materialism and attitudes toward advertising. In their study, Wolin, Korgaonkar, and Lund
(2002) found that materialism significantly influenced attitudes toward advertising. Thus, the following hypothesis is formulated:
H1:

Beliefs that Facebook advertising promotes
materialism negatively influences attitudes
toward advertising.

2.2. Value corruption
Advertising, good as it may be in persuading consumers and the fact that it is unquestionably responsible for equipping consumers to make choices and helps raise the living standards is weakened
by many ills. According to Andrews (1989), advertising manipulates values against the individual’s
own will by promoting “sinful” values (Pollay,
1986). Thus, certain media used to carry advertising messages are known to be instrumental in promoting moral value decay, as they carry content
that reflects sexual themes and images (Reichert,
2002), which may impact negatively the effectiveness of advertising (Singh & Sandhu, 2011). There
has been a link between beliefs about value corruption and attitudes toward advertising. Pollay
and Mittal (1993) observed that consumers’ beliefs
about value corruption are related to their attitudes
towards advertising. As a result, certain consumers
display more negative attitudes when they believe
advertising manipulates people’s values (Wang,
Sun, Lei, & Toncar, 2009). Based on the above review, the following hypothesis is formulated:
H2:
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Beliefs that Facebook advertising promotes
value corruption will significantly influence
attitude toward it.

2.3. Falsity
Advertising is known for its key role in encouraging people to buy products that help them
achieve idealized images (Coulter, Zaltman, &
Coulter, 2001) and thereby misrepresenting
the attributes of products being sold (Wolin,
Korgaonkar, & Lund, 2002). Therefore, Pollay
and Mittal (1993) concluded that advertising is
purposefully misleading and exacerbating the
falsity factor and thereby influencing consumers’ attitudes. Hence, the following hypothesis is
formulated:
H3:

Beliefs that Facebook advertising is misleading will have an influence on attitude toward
advertising.

2.4. Attitudes toward advertising
According to Lutz (1985), attitude toward advertising in general refers to “a learned predisposition to respond in a consistently favorable or
unfavorable manner to advertising in general”
(p. 53). Generally, consumers may hold favorable or unfavourable attitudes toward advertising. Studies (Ducoffe, 1996; Tsang, Ho, & Liang,
2004; Chowdhury, Parvin, Weitenberner, &
Becker, 2010) suggest that individuals with more
favorable attitudes toward advertising find advertising trustworthy, informative, entertaining,
enjoyable, credible and so forth. Research further indicate that those individuals who have unfavorable attitudes toward advertising may find
it irritating, promoting materialistic values, corrupting society’s value and deceitful by misrepresenting attributes of certain products (Andrews,
1989; Pollay & Mittal, 1993; Coulter, Zaltman, &
Coulter, 2001; Wolin, Korgaonkar, & Lund, 2002;
Wang & Sun, 2010).

2.5. Sample
One group whose views matters most to advertisers and who are of interest to researchers is the student sample group. Therefore, the
sample of this study was obtained from university students. Although the use of the student sample may limit the generalization of the
findings (Wang, Zhang, Zang, & Ouyang, 2005),
Beltramini (1983) maintained that students are
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a useful surrogate of the general population.
Also, Durvasula, Mehta, Andrews, and Lysonski
(1997) agree with this view when they found no
difference between the students’ perceptions of
advertising and the perceptions of the general
consumer. Since most of the students are heavy
users of Facebook (Chu & Kim, 2011), they form
the best target group for Facebook advertising.
Therefore, Facebook is likely to be an important
vehicle through which this population group
could be reached by advertisers. Furthermore,
previous research (Previte, 1999; Yang, 2000;
Brackett & Carr, 2001; Tsang, Ho, & Liang, 2004)
on beliefs and attitudes toward advertising has
made use of a student sample.

20 percent spend up to two hours per day on
Facebook, 11 percent spend two to four hours
on Facebook per day, eight percent spend more
than eight hours, three percent spend four to
six hours, and three percent spend six to eight
hours on Facebook per day.

4. THE QUESTIONNAIRE

The questionnaire had two major parts, the biographic section and a section that asked the respondents about their belief system. Beliefs toward Facebook advertising were measured on a
six-point scale ranging from strongly disagree
(1) to strongly agree (6) as end points. The beliefs’
A self-administered questionnaire was distributed scale included the Bauer and Greyser (1968) beto 300 students at a higher education institution in lief statements measuring value corruption and
the Gauteng province of South Africa. The ques- materialism.
tionnaire was administered during class and no
incentives were given to students. Of the 300 questionnaires distributed, 269 were usable.
5. DATA ANALYSIS
The data for this study were analyzed using
Statistical Package for Social Sciences (SPSS) version 24. Two-hundred-and-sixty-nine questionnaires were usable making about 89.6 percent reFrom the majority of the respondents, 55 per- sponse rate.
cent were female and 45 percent male. The sample of this study consisted of participants ranging in age from 18 years old (7%), 19 years old 6. RESULTS
(11%), 20 years old (21%), 21 years old (25%), 22
years old (17%), 23 years old (8%), 24 years old 6.1. Reliability analysis
(5%) and over 24 years old (6%). Of these respondents, 57 percent accessed Facebook daily, 18 Reliability was assessed by Cronbach alpha. The
percent accessed it a few times a week, four per- Cronbach alpha values ranged from 0.705 to 0.856
cent once a week, nine percent a few times per and were above the 0.70 threshold suggesting relimonth, and 12 percent once a month. Fifty-five ability of the data used in this study. Table 1 shows
percent spend less than an hour on Facebook, the Cronbach alpha coefficients for the constructs.

3. RESPONDENTS’
DEMOGRAPHIC PROFILE

Table 1. Correlations for the belief toward advertising dimensions
Mean

Cronbach
alpha

Attitude

Value
corruption

Falsity

Materialism

Attitude

3.099

0.856

1

–

–

–

Value corruption

4.072

0.706

0.047

1

–

–

Falsity

3.418

0.724

0.468**

–0.350**

1

–

Materialism

3.353

0.705

0.289**

0.352**

0.476**

1

Dimension

Note: **Correlation is significant at the 0.01 level (2-tailed).
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Table 2. Regression of negative factors of beliefs toward advertising on Facebook
Dependent variable

Attitudes

Note: significant at

Independent
variable

Beta

t-value

Significance

Materialism

–0.124

–1,997

0.047

Value corruption

–0.154

–2.723

0.007

Falsity

–0.465

–7.478

0.000

p < 0.05.

6.2. Validity analysis

6.3. Regression analysis

To assess validity, convergent validity was performed by computing Pearson correlation coefficients between beliefs toward advertising constructs. Table 1 identifies the correlation coefficients of the items.

To investigate the relationship of dimensions
of the beliefs about Facebook advertising to attitudes toward advertising, regression analysis
was performed. The dependent variable was
attitudes. The results showed a significant relationship between materialism and attitude
−0.124; p < 0.05 ) and falsity and atti(β =
tude ( β =
−0.154; p < 0.05 ) . Value corruption was inversely and significantly related to
attitude ( β =
−0.465; p < 0.05 ) . Based on the
results of the regression analysis, there was support for all the hypotheses. The results show the
value of adjusted R 2 = 0.238 indicating that
the advertising beliefs dimensions explained
24% of the variance in attitudes. Table 2 above
presents the results of regression analysis for
the negative factors of belief toward advertising
on Facebook.

When the correlations of the beliefs factors were computed, they were significant. Attitude positively correlated with falsity and materialism (r = 0.468, p < 0.01,
n =269; r=0.289, p < 0.01, n=269, respectively).
Materialism positively and significantly correlated
with falsity and value corruption (r = 0.476, p < 0.01,
n =269; r=0.352, p < 0.01, n=269, respectively).
Value corruption was significantly negatively correlat−0.350, p < 0.01, n =
269 ) .
ed with falsity ( r =
The correlations ranged from r = 0.289 to
r = 0.476 at p < 0.01 demonstrating adequate
convergent validity. To explore the relationship further, regression analysis was conducted.

DISCUSSION AND CONCLUSION
The main aim of this study was to assess the negative dimensions of beliefs toward advertising on Facebook
and their effect on attitudes. The study used the Pollay and Mittal (1993) advertising beliefs model to provide
a theoretical grounding. Based on the review of previous studies on beliefs and attitude toward advertising,
three hypotheses were formulated. A regression analysis was applied to test the hypotheses of the study. All
the hypotheses were supported. Thus, all the belief factors played an important role in predicting attitudes
toward advertising on Facebook. The results revealed a significant relationship between materialism and attitude. One of the argument about advertising is that it exacerbates many ills and encourage people to buy
things they do not need (Coulter, Zaltman, & Coulter, 2001) while promoting unhealthy destructive values
like materialism (Wang & Sun, 2010). Therefore, there is an observation that people who believe advertising
promotes materialism will tend to have a negative attitude toward it (Wolin, Korgaonkar, & Lund, 2002).
The results show that value corruption is negatively related to attitude toward advertising on Facebook. By
implication, this indicates that those people who believe Facebook advertising undermines their value system
will have a negative attitude toward it, leading to a conclusion that certain advertising tend to compromise
values societies cherish (Wang & Sun, 2010).
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Regarding falsity belief, the findings suggest a relationship between this construct and attitudes toward
Facebook advertising. Thus, people tend to view advertising negatively when they believe that it misrepresents the attributes of products being sold (Wolin, Korgaonkar, & Lund, 2002). These findings are consistent
with previous research on beliefs and attitudes toward advertising. Therefore, this study sought to advance
our understanding of how negative beliefs about advertising on Facebook influence attitude toward advertising on Facebook, which eventually might impact on purchase behavior (Bush, Smith, & Martin, 1999).

Limitations and future research
Although the present study has contributed new knowledge to the existing body of advertising beliefs and attitudes literature, there are a number of limitations with the study. The present study focused only on negative
beliefs about Facebook advertising. Therefore, there is a need to expand the focus to include other variables
that may have potential effects on advertising beliefs within the Facebook environment. Because Facebook
is used not only by students, future research should investigate the same phenomenon using non-student
population groups. Beltramini (1983) argues that a student sample may limit the generalization of the findings. However, Durvasula, Mehta, Andrews, and Lysonski (1997) have used a student sample when studying
advertising perceptions. They discovered that there was no difference between the students’ perceptions of
advertising and the perceptions of the general consumer. The research method used in this study has limitations too. To understand the beliefs about Facebook advertising, only quantitative techniques were used.
Future research should encourage the use of qualitative approach that aims at fully understanding this phenomenon. According to Goldstein (1986) the major limitation of quantitative techniques is their inability to
describe a behavior with precision.
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